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DURING  THE  MONTH  OF  MAY 
—A  HOLIDAY 

O a great  many  of  us  the  cele- 
bration of  Victoria  Day  marks 
one  of  the  happiest  periods  of 
the  year — Spring  has  advanced 
far  enough  to  give  us  free  reign 
for  outdoor  enjoyment. 

While  the  newest  generation  will  not  be  quite 
familiar  with  the  old  verse  there  are  few  else 
who  have  forgotten  the  joy  there  used  to  be  in 
our  voices  as  we  threatened  utter  ruination  to 
the  school  system  by  reciting  under  our  breath 
or  louder  or  even  shouting,  dependant  only  on 
the  proximity  of  the  school  teacher,  the  words — 
“The  twenty-fourth  of  May  is  the  Queen’s 
Birthday,  if  we  don’t  get  a holiday  we’ll  run 
away.’’ 

But  it’s  no  longer  the  Queen’s  Birthday.  It’s 
Victoria  Day.  Too  long  were  we  accustomed 
to  this  annual  fixture,  so  appropriate  a holiday 
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to  the  time  of  year,  to  discard  it  after  a long 
generation,  just  because  of  a change  of  Sovereigns 
— and  now  we  will  soon  be  out  in  the  open  again. 

But  wait! — Look  back  for  just  a moment. 
Ponder  on  the  long  reign  of  this  great  Queen  of 
England.  Think  of  the  foundations  of  British 
civilization  which  were  laid  during  that  almost 
century.  We  grew  to  greater  freedom  with 
new  laws,  we  became  a greater  Empire  with 
enlarged  vision  and  growing  territory — we 
reached  a better  understanding  with  the  world. 

Through  steam  and  electricity  we  developed 
new  powers  from  these  facts  of  the  laboratory. 
We  crossed  oceans  in  days,  we  travelled  the 
earth  in  hours.  The  printing  press  spread 
thought  to  the  four  corners  of  the  world,  edu- 
cation, religion  and  free  opinions.  We  began  to 
know  literature  as  the  possible  property  of 
every  man.  Science  gave  us  new  laws  and 
theories  which  snatched  life  and  health  away  from 
the  greedy  jaws  of  death. 

In  Canada  we  saw  confederation,  union 
leading  to  nationhood.  We  bridged  a continent 
with  the  C.P.R.  We  grew,  we  took  from  the 
soil,  we  made,  we  consumed  and  began  to  export. 
We  overcame  and  conquered,  we  fought,  we 
saw  large  visions  and  on  the  greiat  foundation 
of  Victorian  progress  we  felt  secure. 

But  the  voice  of  the  Radical  came  in  our 
midst — “Away  with  Victorianism,  it’s  an  old 
man’s  musings,”  he  says.  The  selfish  hand  of 
individualism  is  telling  us  to  let  the  other 
man  worry — “grab  while  the  going  is  good.” 
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Sectionalism  is  preaching  loyalty  to  the  part 
before  loyalty  to  the  whole.  Unity  of  action 
is  threatened  by  the  urge  to  seize  the  advantage 
of  the  moment.  Faith  is  questioned  not  for 
development  but  for  wrecking.  What  then  is 
offered  in  return  to  replace  this  toil  of  a century  ? 

Are  the  works  of  a Disraeli,  a Gladstone,  a 
Tennyson,  a Lord  Mount  Stephen,  a Van  Home, 
a Shaughnessy,  a Macdonald  and  a Laurier 
to  be  toppled  as  from  a dump  cart?  Is  con- 
struction of  the  main  road  to  cease  while  the 
workers  follow  individual  paths  to  pet  blue- 
berry patches  to  eat  their  fill,  while  others  lost 
in  the  woods  find  the  object  of  their  chase,  a 
mere  will-o’-the-wisp — and  a great  highway  of 
Progress  be  left  to  rot  and  collapse? 

No  this  cannot  happen  while  men  are  sane 
and  possess  the  power  to  think. 

Then,  “Here's  to  the  memory  of  a great  age! 
— Victoria  Day” — Let’s  ponder  a bit  on  the 
value  of  worthy  things. 

If  Canadians  want  to  learn  the  value  of  co- 
operative marketing,  made  possible  by  the  power 
of  Advertising,  turn  to  the  “C-s”  in  the  Commer- 
cial Dictionary  of  “How  to”  and  study  “California 
oranges,  raisins,  prunes,  lemons  and  walnuts.” 

One  great  corporation  makes  progress  by  pub- 
lishing some  8,000,000  booklets  dealing  with 
many  subjects  of  interest — of  interest  to  the 
consumer.  They  are  of  the  helpful  kind,  which 
tells  the  reader  how  to  improve  his  own  work, 
not  that  he  must  buy,  Buy,  BUY. 
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Correct  copy  eliminates  a charge  for 
"author  s corrections ” 


HATEVER  is  to  be  printed  makes  its 
first  appearance  in  copy,  sometimes  al- 
most legible,  at  other  times  in  type- 
written characters.  Now,  in  the  step  of  con- 
verting the  given  copy  to  type,  we  move  from 
these  easily  handled  sheets  to  the  heavier  mass 
of  metal. 

Type  is  made  up  of  metal  chunks — all  more 
or  less  to  scale.  Type  is  what  is  seen  when 
printing  is  accomplished  but  all  the  finicky 
little  spaces,  quods,  etc.,  which,  also  of  metal, 
hold  this  type  in  alignment,  are  not  seen. 
The  printed  page,  in  other  words,  represents 
more  than  is  visible  to  the  eye. 

Frequently  an  invoice  from  the  printer  carries 
an  item  called  “Author’s  Corrections.”  Some- 
times the  amount  seems  staggering.  Now, 
author’s  corrections  mean  the  re-handling  of 
metal.  It  is  work  which  calls  for  exactness. 
It  takes  time  and  time  is  not  cheap.  Finally, 


author’s  corrections  mean  that  a change  is 
requested  which  calls  for  matter  that  did  not 
appear  in  the  original  copy. 


Obviously,  if  the  printer  is  asked  to  set  type 
for  a Shakespearian  sonnet  and  then,  when 
proofs  are  shown  this  is  deleted  and  a Ring 
Lardner  essay  substituted,  two  separate  bits 
of  work  have  been  done  where  only  one  was 
figured  upon  in  the  estimate.  Such  a case  is 
easily  understood  and  fair  charges  for  the  extra 
work  are  easily  shown  to  be  reasonable.  But, 
again  let  us  go  back  to  the  mass  of  type.  The 
mere  substitution  of  a dash  for  a comma  in 
a page  proof  may  mean  the  exact  re-arrangement 
of  hundreds  of  small  tricky  metal  pieces.  Time 
again,  which  equals  expense. 

A young  copy  writer  pretty  nearly  lost  his 
job  once  when  he  called  a printer  to  make  a 
lot  of  “simple”  changes  in  connection  with  a rush 
job.  He  forgot  the  metal  facts  of  a page  proof,  and 
visualized  it  only  as  he  would  a typewritten  sheet. 

Make  the  copy  correct  and  “author’s  cor- 
rections” do  not  show  on  the  invoice.  If  neces- 
sary changes  develop,  catch  them  on  the  gal- 
ley proof.  They  are  comparatively  simple  here 
— though  more  expensive  than  on  copy.  If 
it  seems  impossible  to  visualize  the  appearance 
of  the  projected  work  until  page  proofs  are 
shown — and  changes  are  then  made — well,  isn’t 
the  case  pretty  well  comparable  to  the  man  with 
a poor  set  of  teeth  who  realizes  that  he  must  go 
to  the  dentist  frequently  and  knows  the  cost 
of  his  infirmities? 
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GOING  FISHIN’  ? 

LOT  of  reels,  rods,  lines,  flies  and  hooks 
have  been  undergoing  a spring  rejuvenes- 
cence lately.  There’s  been  a sly  look  here 
and  there  as  the  owners  have  been  consulting 
time  tables  and  wondering  which  relative  (like 
the  office  boy  fable)  could  be  killed  off  so  that  they 
could  “work”  an  extra  day  for  a long  week  end. 

There  have  been  mysterious  visits  to  various 
sporting  good  shops  and  a few  clothing  stores 
have  benefitted  as  well — there  are  always  a few 
things  which  have  to  be  renewed  although  the 
old  ones  seem  the  truest  friends. 

Of  course,  all  this  isn’t  work,  “it’s  fun,  it’s  play, 
or  be  it  what  may”  but  it’s  a very  busy  season — 
from  wild  flower  picking  to  painting  the  house 
— and  while  the  executive  is  dodging  the  boss  so 
that  he  can  get  his  fishing,  the  boss  is  dodging 
the  executive  to  get  in  a couple  of  necessary 
extra  hours  with  the  pro’  at  the  golf  club. 

It’s  a very  busy  season  even  with  business 
through  which  there  runs  the  usual  desire  for 
sales — more  business  and  increase  over  last  year. 
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And  while  we  all  want  to  drive  the  green  or 
bringfhome  the  biggest  catch  and  land  the  most 
orders  we  sometimes  forget  that  strategy  as 
well  as  application  will  accomplish  much. 

That  more  than  one  method  is  available  for  use. 

That  other  relatives  may  die  than  grand- 
mothers. 

That  less  pressing  and  more  eye  on  the  ball 
may  prove  successful,  and 

That  some  fishes  will  neglect  the  worm  to  rise 
to  the  colors  of  the  fly. 

That  originality  will  conquer  where  routine  fails. 

That  unexpected  returns  will  be  found  in 
formerly  untried  pools  and  markets. 

And  that  a sporting  effort  to  “be  bold  in 
business”  shakes  a lot  of  dust  from  out  the  rut. 

A PAPER  CATECHISM 

O people  know  what  you  pay  for  your  paper 
for  Letterheads,  Sales  Letters,  Booklets 
and  Blotters?  They  do  not. 

Do  people  know  how  your  paper  feels — well 
rather.  And  how  it  looks  ? Certainly,  it’s  al- 
most the  first  impression.  And  possibly  they 
hear  it  also?  Everyone  seems  to  know  that  a 
good  sharp  crackle  means  quality. 

Then  a natural  conclusion  seems  to  follow. 
The  proper  paper  for  the  specific  purpose  of 
the  message  should  be  used  and  that  paper  only. 

It  has  been  shown  that  the  most  expensive 
letterhead  costs  much  less  than  the  postage  to 
carry  it,  and  much  less  than  the  cost  of  dictation 
and  typing. 


REQUENTLY  there  is  used  as  a feature  of 
the  sales  and  advertising  of  many  concerns 
some  phrase  such  as:  “We  manufacture 

our  ‘blank’  completely  within  our  own  organiza- 
tion’’ or  “all  under  one  roof,”  “Made  in  Can- 
ada from  seed  to  can,”  etc.  Now  all  these 
slogans  denote  more  than  pride  or  boastfulness; 
they  mean  the  assumption  of  responsibility  as 
to  quality  and  service. 

Speaking  of  ourselves,  if  you  will  permit  us, 
we  sometimes  find  that  the  large  range,  variety 
and  completeness  of  our  service  to  paper  buyers 
is  not  thoroughly  understood.  The  tonnage 
from  our  mills  is  tremendous. 

The  offerings  made  under  the  protection  and 
guarantee  of  the  Beaver  “S”  trade  mark  have  one 
dominating  specification  in  our  departments 
of  production.  The  paper  made  must  be  of 
the  highest  quality  in  its  class. 

Naturally  a cheap  paper  is  not  comparable  to  a 
high  grade  sheet,  but  the  cheap  value  must  be, 
when  compared  with  other  cheap  values,  of 
the  best  grade. 

Now  this  wide  range  of  ours  is  interesting  to 
you  in  other  ways  than  mere  variation  of  price. 
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From  the  cheapest  form  in  the  factory  to  the 
very  stock  certificates  of  your  company  you  will 
find  a product  ready  for  your  needs — and  it 
will  have  quality. 

Cover  papers  in  a wide  range  of  colors  and 
lower  grade  book  papers  for  text  pages  are 
available  for  your  catalogues  and  higher  grade 
sheets  of  beauty  and  strength  will  fill  your  book- 
let needs. 

The  finest  rag  bonds  will  carry  your  corres- 
pondence and  a large  assortment  of  colors  and 
finishes  await  your  selection  in  sulphite  bonds  for 
sales  letters,  4-page  letters,  circulars  and  folders. 

Blotting  paper  is  made  in  Canada  only  by  our 
company.  Every  purchase  other  than  from  a 
“Made  in  Canada”  specification  means  im- 
portation. There  is  also  a variation  in  grades 
in  this  line  to  meet  your  requirements,  as  well 
as  several  colors. 

For  your  duplicates  of  letters  you  will  find 
a complete  assortment  of  typewriter  manifold 
papers,  and  in  bristols  for  your  announcements, 
cards,  etc.,  the  finest  choice  in  Canada. 

Our  service  department  is  always  available 
to  aid  you  in  the  selection  and  choice  of  proper 
papers  for  your  needs  and  requirements  and 
frequently  can  suggest  economies  in  your  pur- 
chases by  a better  balance  of  brands.  Why  not 
take  full  advantage  of  this  extensive  service? 
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THE  OPEN  MIND 


N many  a large  company  there  is  an  executive 

afflicted  with  one  besetting  sin. 

You  may  have  such  a sinner  in  your  com- 
pany. If  so,  he  is  quite  certain  that  his  fault 
is  his  greatest  virtue. 

We  refer  to  the  man  who  is  always  open- 
minded. 

A group  of  men,  entrusted  with  a respon- 
sibility, decide  to  do  a certain  thing.  When 
you  come  to  do  this  thing,  however,  the  man  with 
the  open  mind  halts  you.  He  has  a better  plan. 

When  the  better  plan  is  about  to  make  its 
debut,  you  learn  that  there  is  a still  better  way 
of  doing  it.  And  so  on  ad  nauseam. 

This  is  almost  praiseworthy  if  one  is  making 
a biological  research,  or  writing  the  “great 
American  novel.”  It  is,  however,  somewhat  of 
a handicap  in  business. 

Often  it  is  better  to  do  a pretty  good  job  in 
February  than  it  is  to  do  a more  nearly  perfect 
job  in  the  following  September.  It  is  certainly 
better  to  do  a pretty  good  job  in  February  than 
never  to  DO  anything. 


If  your  train  goes  at  1 1 .04,  there  comes  a 
time  when  you  have  to  decide  whether  or  not 
you  are  going  on  that  train.  About  1 1 .03  it 
is  wise  to  stop  scouring  the  station  for  a better 
train  and  move  toward  the  track  where  the 
1 1 .04  leaves.  If  you  let  the  1 1 .04  go  in  favor  of 
the  12.06,  you  are  pretty  sure  to  find  out  at 
12.05 — if  you  boast  of  an  open  mind — that 
your  new  train  lacks  the  silver  headlights  or 
something. 

A door  that  is  never  closed  ceases  to  be  a door. 
It  is  merely  a hole  in  the  wall.  The  perman- 
ently open  mind  is  but  a hole  in  the  head,  through 
which  pass  perfect,  “more  perfecter”  and  “most 
perfectest”  plans,  none  of  which  ever  get  into 
operation. 

“Yes,”  said  the  farmer,  “it’s  pretty  bad 
weather  we’ve  been  having  but  it’s  better  than 
no  weather  at  all.” 

The  Wedge,  george  batten  co. 

# THE  JOB  OF  A MAN 

“It  isn’t  the  work  we  intended  to  do, 

Nor  the  work  we’ve  just  begun 
That  puts  us  right  on  the  ledger  sheet: 

It’s  the  work  we’ve  really  done. 

“Our  credit  is  built  on  the  things  we  do. 

Our  debit  on  things  we  shirk; 

The  man  who  totals  the  biggest  plus 
Is  the  one  who  completes  his  work. 
“Good  intentions  do  not  pay  bills, 

It’s  easy  enough  to  plan; 

To  wish  is  the  play  of  an  office  boy, 

To  do  is  the  job  of  a man.” 
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HOUSE  ORGANS 

OUSE  Organs  will  give  ten  suggestions  in 
the  atmosphere  of  a product  where  a pub- 
lished advertisement  will  give  only  one. 

House  Organs  will  present  the  Manufacturer 
in  an  entirely  different  way  than  the  advertising 
of  the  product  alone. 

House  Organs  will  have  news  and  current 
topic  value. 

House  Organs  will  appeal  to  several  classes 
in  one  advertisement. 

Man  adopts  the  customs  and  habits  of  the 
atmosphere  in  which  he  lives.  The  House  Organ 
will  change  the  habits  of  buyers  and  create  a 
tradition  for  the  product. 

The  House  Organ  will  have  a more  or  less 
“geometric  progression”  value  owing  to  con- 
tinuity—“last  issue” — “present  issue” — “to  be 
continued.” 

The  House-Organ  will  create  good-will  value 
as  no  direct  advertisement  ever  can.  It  in- 
oculates rather  than  becoming  one  of  several 
attempts  to  “shock”  or  “blaze”  man  into 
purchase. 

The  House  Organ  will  sell  without  arousing 
the  typical  buyer’s  reaction  to  what  is  self- 
evidently  an  advertisement. 

House  Organs  open  a way  to  outside  view- 
points through  contributors. 


A 


A HE-MALE  SALESMAN 

HE’S  an  ever  present  salesman,  he’s  success- 
ful beyond  all  words — yet  he  violates 
nearly  every  rule  of  the  correspondence 
school  list  of  necessary  attributes.  He  never 
seems  to  do  anything,  just  hangs  around  street 
corners  in  seeming  idleness.  True,  he’s  generally 
bright  and  attractive.  He  never  makes  a sound 
until  it’s  evident  you  want  him  to  open  his 
mouth.  He’s  persistent  in  his  presence.  You 
can’t  fire  him  out.  He  won’t  move. 

You  can  pile  all  the  work  you  want  on  his 
shoulders  and  he’ll  make  no  word  of  complaint. 
He’ll  do  your  bidding  from  Vancouver  to  Hali- 
fax and  he  always  gets  to  the  right  man — and 
probably,  best  of  all,  his  expense  account  is 
a joke — It’s  so  economical. 

You  can  load  him  with  samples  of  reproduc- 
tions or  send  him  on  his  mission  to  get  nothing 
more  than  a signature.  He’ll  cover  more 
territory  in  a day  than  the  largest  sales  force 
in  a month.  He’s  a wonder.  He  is  His  Majes- 
ty’s Post  Box. 

NOT  SO  BAD  AFTER  ALL 

Now  that  winter  is  passed,  just  count  the 
number  of  Canadians  who  express  a wish  to 
live  in  the  Tropics. 
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YOU  CANNOT  CONTROL 

The  length  of  your  life,  but  you  can  control  its 
width  and  depth. 

The  contour  of  your  countenance,  but  you  can 
control  its  expression. 

The  other  fellow's  opportunities,  but  you  can 
grasp  your  own. 

The  weather,  but  you  can  control  the  moral 
atmosphere  which  surrounds  you. 

The  big  income  of  your  competitor,  but  you  can 
manage  wisely  your  own  modest  earnings. 
The  distance  that  your  head  shall  be  above  the 
ground,  but  you  can  control  the  height  of  the 
contents  of  your  head. 

The  amount  of  your  income  entirely,  but  the 
management  of  your  expenditures  is  altogether 
in  your  own  hands. 

The  other  fellow’s  annoying  faults,  but  you  can 
see  to  it  that  you  yourself  do  not  develop  or 
harbor  provoking  propensities. 

“Hard  times”  or  “rainy  days”  but  you  can  bank 
money  now  to  boost  you  through  both. 

Why  worry  about  things  you  can’t  control? 
Get  busy  controlling  the  things  that  you  can. 

— Exchange. 

WORLD  WIDE 

Some  accomplishments  seem  to  parallel  the 
idea  that  skates  could  be  sold  in  Northern 
Africa  by  first  teaching  the  Arabs  how  to  build 
artificial  ice  rinks.  Mr.  Vauclain  of  the  Baldwin 
Locomotive  Works  has  said  that  they  have 
financed  railroads  in  order  to  sell  them  locomo- 


tives  and  we  know  that  much  British  overseas 
trade  was  due  to  British  investment  in  Govern- 
ment Bonds. 


We  can  only  lay  claim  to  greatness  as  Cana- 
dians if  we  refuse  to  let  boundaries  become 
asbestos  curtains  to  our  viewpoints  and  mental 
horizon. 

We  won’t  sell  much  in  other  countries  if  we 
refuse  to  recognize  the  lesson  they  can  teach 
us:  less  back  patting  of  ourselves  and  more 
breadth  of  vision. 

Ask  a man  who  has  been  around  the  world  how 
localized  and  unimpressive  the  viewpoint  of 
the  home  town  is  when  he  gets  back. 

TO  THE  POINT 

The  essence  of  Direct  Mail  Advertising  is 
putting  on  paper  enough  information  about 
the  product,  as  looked  at  from  the  buyers’ 
standpoint,  so  that  he  can  make  a decision. 

— Maxwell  Lakesman. 

Don’t  spatter — use  it  where  your  salesmen 

can  work. 

We  know  an  advertiser  who  for  many  years 
has  increased  his  advertising  appropriation,  yet 
over  the  same  periods  advertising  shows  a lower 
percent,  of  cost  in  relation  to  sales  volume. 

Get  a rough  dummy  of  the  booklet  from  your 
printer  then  you’ll  be  able  to  see,  feel  and  weigh. 


THE  POSTAL  SERVICE 

Neither  Rain  nor  Snow  nor  Heat  nor  Gloom 
of  night  can  stay  these  Couriers  from  the  swift 
Completion  of  their  Appointed  Rounds. 

— Herodotus. 

* * * 

“Almost  every  man  believes  in  heredity  until 
his  son  acts  like  a chump!” 

— Fellow  Worker. 

* * * 


Spring  is  a natural  resurrection,  and  experience 
of  immortality. 

— Thoreau. 


Too  many  fellows  in  this  town  like  to  stand 
around  and  grunt  while  the  other  man  lifts. 

— Dahlonega  ( Ga ) Nugget. 


BUT  THE  MAIL  GETS  IN 

Opportunity  was  beating  a tattoo  at  the  door 
of  the  business  man’s  office. 

“You  can’t  see  him  now,”  said  the  fourth 
assistant  secretary,  “He’s  in  conference.” 

— The  Shield. 


These  pages  are  printed  on  our  “Carlyle  Japan ” 
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“CARLYLE  JAPAN” 

is  obtainable  in 
Antique  and  Plate 
Finishes 

in  White  and  India 
Tint 

. 

and  in  three  different 
weights. 


